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Abstract 
 
This study uses a hierarchical approach to build a model of the relationships between 
Consumer Need for Uniqueness (CNFU), Consumer Novelty Seeking (CNS), and a 
behavioural outcome, media consumption and information exposure. The study finds that 
those consumers who have a need for uniqueness are high in consumer novelty seeking 
tendencies. Subsequently, these consumers are found to have higher information exposure by 
consuming more media.   
 
 
Background 
 
The literature generally contends that most people have a need to see themselves as 
moderately unique, but it is argued that individual differences emerge in this regard (Snyder, 
1992; Snyder and Fromkin, 1980; Tian, Bearden, and Hunter, 2001a). Because uniqueness 
desires are fulfilled in different ways, it is not uncommon for people to vary in their tendency 
to satisfy these desires through consumer behaviours and possessions (Tian, Bearden, and 
Hunter, 2001a).  Generally, consumers will do this either by making creative choices that 
position them as different, by making socially unpopular choices, or by avoiding purchasing 
and using socially popular goods (Tian et al., 2001a). Consumers high in such tendencies are 
said to have a ‘consumer need for uniqueness’ (Tian et al., 2001a; Tian et al., 2001), and will 
differ in the extent to which they posses such a trait. 
 
Another personality construct used in consumer behaviour research is ‘innovativeness’. Such 
a trait helps to explain why consumers adopt new products (e.g., Hirschman, 1980; Manning, 
Bearden, and Madden, 1995; Midgeley and Dowling, 1978; Venkatraman and Price, 1990). 
As an enduring personality trait, every individual is said to possess a degree of 
innovativeness, that is, some to a larger degree than others.  
 
Several components of innovativeness have been identified in the literature (see Steenkamp 
and Baumgartner, 1992). Such components include novelty-seeking, exploratory tendencies, 
cognition, variety-seeking, optimum stimulation level, and information-seeking (Goldsmith, 
1983; Hirschman, 1980; Manning, Bearden, and Madden, 1995; Midgeley and Dowling, 
1978; Raju, 1980; Steenkamp and Baumgartner, 1992; Venkatraman and Price, 1990). This 
study has its focus on Hirschman’s (1980) conceptualisation of innovativeness as “ones desire 
to seek out new and different” (p. 285). Manning et al. (1995) place a tighter restriction on 
this definition to limit it to new product consumption behaviours, labelling it as ‘consumer 
novelty seeking’ (CNS). This construct is narrowly defined as “the desire to seek out new 
product information” (Manning et al., 1995, p. 330), and is reflective of one’s motive to 
acquire information about new consumer goods from commonly available sources or 
informants. The variety of sources can include direct product exposure, various forms of 
commercial marketing communications, or mass media (Manning et al., 1995). The CNS 
construct represents a person who is keen to seek out new product information because of an 
internal drive, or as exploratory search as opposed to goal-directed information search 
(Manning et al., 1995; Raju, 1980). 
 
A review of the literature reveals a link between the narrowly defined trait of CNS with the 
more abstract consumer trait of CNFU. In this regard, it is likely that those consumers who 
have a need for uniqueness might seek out new product information, as they are said to be 
more innovative (Fromkin, 1971; Gatigon and Robertson, 1985; Tian et al., 2001a). Such 
information may help them make creative and unpopular consumer choices that might 
position them as unique. Support for this comes from the congruent qualities of one who has a 
need for uniqueness, and one who is a novelty seeker. That is, both are said to be risk takers, 
and they tend to be more original, novel, creative, and imaginative (see Tian et al., 2001a; 
Manning et al., 1995; Cloninger et al., 1994). This study seeks to support the findings of 
CNFU’s positive relationship with innovativeness by using CNS as a different measure of 
innovativeness. In this regard, no known study has attempted to link CNFU with the CNS 
construct, and therefore, this study reports the results of testing the following hypothesis: 
 
  H1: CNFU has a positive influence on CNS 
 
The narrowly defined trait of CNS is also expected to have a behavioural outcome, whereby 
one’s desire to seek out novel product information should be reflected in those behaviours that 
are initiated in order to acquire new information (Hirschman, 1980). Thus, it is likely that 
those with high levels of CNS will be influenced by this trait to observe a broad variety of 
media (e.g., radio and television programs, newspapers, Internet, magazines) during which 
they might be exposed to information concerning new consumer goods (Manning et al., 1995; 
Hirschman, 1980). Indeed, previous research has provided evidence to support this 
relationship (Manning et al., 1995). Therefore, this study seeks to support these findings and 
tests the following hypothesis: 
 
H2: CNS has a positive influence on information exposure (IE).  
 
In accordance with the recommendations by Goldsmith et al. (1995), this study uses a 
hierarchical approach to build a model and test the relationships between the individual 
difference variables (Figure 1 shows the hypothesised model). In this regard, Goldsmith et al. 
(1995) suggest that psychological models of individual differences should be modelled as a 
hierarchy of influences.  
 
H1 (+) 
CNFU CNS IE 
H2 (+) 
 
Figure 1. Hypothesised model depicting the relationships between CNFU, CNS, and IE. 
Method 
 
Sample 
The subjects in this study were members of the US Institute of Supply Chain Management. A 
total of 3782 members were invited to participate, of whom 605  (16%) responded.  The 
majority of respondents (92.7%) had lived in North America for the past 10 years, with a 
large proportion of the sample being Anglo-Saxon (78.5%). Most were 40 – 54 years of age 
(57%); working in professional or managerial-based roles (85.0%); and had incomes of 
US$60,000 or more (71.0%).   
 
Data collection 
A self-completed online questionnaire was used to collect the data, and completion of the 
questionnaire saw subjects enter a lottery draw to win an Apple iPod. To recruit the 
participants, subjects were sent an email invitation, followed by two reminder emails. The 
first and second reminder emails were sent, respectively, seven and 14 days from the initial 
email invitation. Before the first reminder was sent, a total of 73 questionnaires were 
completed. A further 363 questionnaires were completed following the first reminder, 
followed by a further 169 completed questionnaires after the second reminder. Accordingly, 
this allowed for a total of 605 completed questionnaires. Table 1 presents the timing of this 
response.   Note that because JavaScript was used to prevent item skipping, there was no 
missing data. 
 
Table 1. Response timing 
Timing 
Response 
n 
Response
% 
Within 7 days of initial email invitation being sent 73 12.1
Within 7 days of first reminder email being sent 363 60.0
Within 7 days of final reminder email being sent 169 27.9
TOTAL  605 100.0
 
Measures 
 
To measure CNFU, 7 items were taken from Tien et al.’s (2001a) 31-item CNFU scale. This 
shortened version employs those 7 items that Clark and Goldsmith (2005) used to measure the 
construct, as the full-length version of the multi-item inventory was too elaborate to be of 
practical use in the current study. A higher score on the scale indicates that the individual has 
a greater need for uniqueness in the consumer context (Tian et al., 2001a). This construct 
served as a latent independent variable in the current study’s research model.  
 
To measure CNS, 8 items were drawn directly from Manning et al.’s (1995) CNS instrument. 
A higher score on the scale indicates that the individual has a greater desire to seek out new 
product information, or greater novelty-seeking motives and behaviours that relate to new 
product consumption (Manning et al., 1995). In the current study’s research model, this 
construct served as a latent dependent variable. 
 
To measure IE, 9 items were drawn and modified from the instrument Manning et al. (1995) 
employed.  In similar fashion to Hirschman (1980) and Manning et al. (1995), individual 
profiles of information exposure were formed by creating an index, i.e., summing the scores 
of the respondents’ exposure to a range of information sources.  
 
Method of Analysis 
 
The present study employed structural equation modelling (SEM) in a two-step approach in 
line with the recommendations by Gerbing and Anderson (1988), Byrne (2001) and 
Schumacker and Lomax (1996),. In this regard, confirmatory factor analysis (CFA) was 
conducted in order to produce good-fitting single-factor congeneric measurement models and 
to test for unidimensionality. Reliability was then assessed, followed by an evaluation of the 
full-recursive structural equation model. 
 
 
Results 
 
Reliability analysis: One-factor congeneric models 
 
Modifications were made to the reflective measures associated with the constructs CNFU and 
CNS in order for the one-factor congeneric measurement models to be accepted as a good fit 
to the data. Table 2 presents the fit statistics for the CNFU and CNS constructs following 
confirmatory factor analysis. Both models were found to fit the data well. Of the original 
eight items employed by Clark and Goldsmith (2005) to measure CNFU, six items were 
retained. Of the original six items employed by Manning et al. (1995) to measure the CNS, 
five items were retained. The reliabilities of the scales used to measure these constructs are 
presented in Table 3. Both constructs have Cronbach Alpha and construct reliability values 
above 0.7 (Hair et al., 1998), and all factor loadings are relatively high. This therefore 
confirmed the internal reliability and convergent validity of the constructs. 
 
Table 2. Fit statistics for the single-factor congeneric models CNS and CNFU 
 
Construct x2 x2 / df GFI AGFI SRMR RMSEA TLI CFI 
CNFU 0.13 1.88 1.00 0.98 0.02 0.04 0.99 1.00 
CNS 0.43 0.99 1.00 0.99 0.02 0.01 1.00 1.00 
 
Hypothesis testing: Full structural equation model 
 
As reflected in Figure 2 and the accompanying Table 4, the model shows a good fit to the 
data. An examination of the regression weights between the constructs reveals significant 
positive relationships between CNFU and CNS, and also between CNS and IE. Accordingly 
H1 and H2 are supported. 
 
These results indicate that those consumers who have uniqueness motives tend to possess 
novelty seeking traits specific to the domain of consumer behaviour. Consistent with the 
suggestion by Snyder (1992), those high in CNFU might obtain information to help them 
make choices that might position them as unique. 
 
The results also indicate that those with high levels of CNS might be influenced by this trait 
to observe a broad variety of media during which they might be exposed to information 
concerning new consumer goods. 
Table 3: Reliability analysis 
   
Construct Remaining items following CFA 
Factor 
Loadings 
Cronbach 
Alpha 
Construct 
Reliability 
CNS   .83 .82 
 I like magazines that introduce new brands 0.63   
 
When I go shopping, I find myself spending a lot of 
time checking out new products and brands 0.67   
 
I seek out situations in which I will be exposed to new 
and different sources of product information 0.79   
 I am continually seeking new product experiences 0.85   
 
I take advantage of the first available opportunity to find 
out about new products and brands 0.82   
 I frequently look for new products and services 0.84   
CNFU   .90 .89 
 
I often look for one-of-a-kind products or brands so that 
I can create a style that is all my own 0.70   
 
I am often on the lookout for new products and brands 
that will add to my personal uniqueness 0.79   
 
As a rule, I dislike brands that are customarily 
purchased by everyone 0.47   
 
The more commonplace a product or brand is among the 
population, the less interested I am in buying it 0.52   
 
I actively seek to develop my personal uniqueness by 
buying special products or brands 0.91   
 
Figure 2. Standardised estimates for hypothesised model 
 
 
Table 4: Fit statistics for the hypothesised model 
 
x2 x2 / df GFI AGFI RMR SRMR RMSEA TLI CFI 
0 2.22 0.97 0.95 0.14 0.02 0.05 0.98 0.99 
 
 
Conclusion 
 
The findings of this study suggest that consumer need for uniqueness is positively related to 
consumer novelty seeking and that it subsequently influences behavioural outcomes related to 
high information exposure. This suggests that uniqueness appeals may be effective in the 
promotion of new products. The results also highlight the need for marketers to use a variety 
of mass media sources to make consumers aware of such products. In this regard, consumers 
high in uniqueness needs are likely to be heavily exposed to information in a range of 
information mediums through the initiation of behaviours intended to acquire new 
information.   
.64 
IE CNFU CNS
.38 
.14 .40 
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